Introduction
The physical environment in which the experience is created, the servicescape (Bitner, 1992) , is considered a key variable influencing customer perceptions and behavior, and one of the strongest drivers of service value (Walter, Edvardsson, & Ö ström, 2010) . Services are very engaging when consumed, which accentuates the importance of their surroundings, which can be viewed as an issue for interaction and value co-creation (Edvardsson, Enquist, & Johnston, 2005; Grönroos & Ravald, 2011) . Besides enabling service operations, servicescapes serve as stimuli themselves, by providing cues (Pine & Gilmore, 1998 ) that create, influence, and enable the experience (Sandström, Edvardsson, Kristensson, & Magnusson, 2008) . Servicescapes not only influence the customer' value creation, but also have an impact on their future purchasing and consumption behavior (Pareigis, Echeverri, & Edvardsson, 2012) .
However, research on the role of the service physical environment when creating experiences is still underdeveloped (Hoffman & Turley, 2002) , specially when compared with more interpersonal aspects of the service encounter (Heide & Gronhaug, 2006; Slåtten, Mehmetoglu, Svensson, & Svaeri, 2009) , and even less empirical evidence is available that relates a venue's servicescape with constructs such as perceptions of value and behavioral intentions (Cronin, 2003; Harris & Ezeh, 2008) . Thus, our purpose is to focus on the role of servicescape as a driver of customer experience by analyzing its impact on customer value creation and behavior. We have chosen an experience-centric service organization, a football (soccer) club, to perform our analysis. A regression analysis was performed to determine the main drivers of customer value among 'sportscape' components and how it influenced customers' attitude (satisfaction) and behavior (repurchase). Due to the important role that sporting venue plays in service experience, we expect that servicescape will have impact on customer value creation and repatronage. We end up concluding that servicescape plays a major part in the delivery of the experience and may provide a sustainable competitive advantage if managers develop a better understanding of its role on customer evaluations and behavior.
The role of servicescape as a driver of customer experience
The concept of service experience has been described as the core of the service offering and, as such, it is a key concept in the emerging paradigm of S-D logic (Vargo & Lusch, 2004) . According to this perspective, value is cocreated with the customer and is realized when a good or service is used, making customer experiences crucial to their perception of value-in-use, rather than embedded in goods or services (Klaus & Maklan, 2012; Prahalad & Ramaswamy, 2004; Sandström et al., 2008) . Customer experience management has thus become a crucial element for developing and sustaining customer satisfaction and loyalty (Chakravorti, 2011) .
According to Gupta and Vajic (1999) , an experience occurs when a customer has a sensation or knowledge acquisition resulting from interaction with the different dimensions of a context created by a service provider, across multiple touchpoints (Meyer & Schwager, 2007) . Clues are the touchpoints of service experiences (Berry, Shankar, Parish, Cadwallader, & Dotzel, 2006) . Companies need to embed, execute, and manage these clues to create the desired thoughts and feelings in consumers (Chakravorti, 2011) . Managing customer experiences entails the careful management of many clues, and among them the physical environment in which the experience is created is often considered a key variable and one of the strongest drivers of service value (Martin-Ruíz, Barroso-Castro, & Rosa-Diáz, 2012; Walter et al., 2010) .
Throughout time, several researchers have used various terms to indicate 'environment,' reflecting the eclectic nature of the literature in the area (Harris & Ezeh, 2008) . It is commonly accepted that the term 'environment' was first used by Kotler (1973) in his article 'Atmospheric as a Marketing Tool' in which the author defines it as the conscious design of the space in order to create certain emotions on the customer and thereby lead to an increased likelihood of purchase. However, servicescape is the term more commonly known, and was defined as 'the environment in which the service is assembled and where the seller and the customer interact, in combination with the tangible products that facilitate the performance or communication of the service' (Bitner, 1992) . The concept was introduced in the literature by Mary Jo Bitner in 1992 and was the result of the combination of two English words, service and landscape, in order to describe the artificial setting of the surrounding facilities' services.
Given services' intangibility, customer trust is often supported on visible and tangible cues . This tangible evidence may eventually affect the evaluation that a customer does of the service encounter, given that the physical environment offers a 'visual metaphor of the total supply of an organization,' by the proposal 'of the potential usage and quality of service' (Bitner, 1992) . The servicescape influences the customers' perceptions, it provides clues throughout the meeting, it creates memories in the mind of the customer (Bitner, 1990; Reimer & Kuehn, 2005) , and it may T. Fernandes and S. Neves 2 serve to create expectations about the price and quality of the service (Bebko, Sciulli, & Garg, 2006) . The servicescape can also entertain or distract the customer, thereby influencing their sense of time (Baker & Cameron, 1996; Berry et al., 2006) and have an effect on the evaluation of intangible aspects such as trust and empathy (Reimer & Kuehn, 2005) . Therefore, it creates emotions and changes the state of mind through the sensory qualities of the environment (Baker & Cameron, 1996; Berry et al., 2006; Le Bel, 2005) , influencing personal interactions among customers and between them and the employees (Le Bel, 2005) , and affecting future intentions of repatronage (Berry et al., 2006; Carbone & Haekel, 1994) . Servicescapes are particularly important in environments where there is limited or no interaction with employees and the customer spends considerable time (Hightower, Brady, & Baker, 2002) . Servicescapes not only influence the customer' value creation, but also have an impact on their future purchasing and consumption behavior (Pareigis et al., 2012) . This is particularly true in experience-centric service organizations (Voss, Roth, & Chase, 2008) . Experience-centric service organizations deliver services in which the customer experience is at the core of service offering. Since experiences are constructed by customers and cannot be fully controlled by organizations, experience-centric service providers stage the prerequisites which enable customers to have the desired experiences (Edvardsson & Olsson, 1996) , namely the central activity of the experience and the context in which it takes place (including the servicescape). Consumption of experiencecentric services is more likely driven by emotional than utilitarian reasons. Satisfaction is more influenced by the excitement and stimulation of the experience than by the perceived quality of the core service rendered. Experience-centric services are atmospheric dominant, since the consumer may purposely attend the service to experience the environment and the ambience. The design of experience-centric services involves designing a series of cues. The collection of tangible service elements, specifically the physical environment in which a service is delivered is therefore vital to the creation of compelling service experiences (Hoffman & Turley, 2002) . In these services, situational involvement may be more influential than the service itself, turning servicescape into a focal point in the delivery of customer delight and quality service experiences. Chelladurai and Chang (2000) define quality as the ability to delight customers and to satisfy their needs. However, it is known that the supply of services involves human perceptions and expectations, making thereby the definition and measurement of their quality into a complex and difficult task (Brady & Cronin, 2001 ). Parasuraman, Zeithaml, and Berry (1988) define service quality as a perceived judgment about an entity's overall excellence or superiority, positing service quality as an antecedent of perceived value and of outcomes such as repeat purchase. This definition is based on a comparison between the quality of service perceived prior to consumption and the perception of performance after service delivery (Grönroos, 1982; . However, since physical environments play a large part in experience-centric services, this may be an incorrect way to measure quality in experiential services. Voss et al. (2008) claim that the traditional concept of service quality focuses largely on transaction specific assessment, rather than on the sequence of touchpoints with the firm in buying and obtaining the service (including the servicescape) that constitutes customer experience.
Researchers link service quality to consumer behavior either directly or indirectly via customer satisfaction (Klaus & Maklan, 2012) . Oliver (1997) argues that satisfaction is a customer response, a post-purchase phenomenon that portrays how much the customer likes or dislikes the service (Churchill & Surprenant, 1982) , thus being an attitude that
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results from a comparison between expectations and the perceived performance of the service (Oliver, 1980) . The judgment of customer satisfaction or dissatisfaction depends on how customers perceive the result obtained when compared with what they expected to receive (Millán & Esteban, 2004) . Burns, Graefe, and Absher (2003) describe disconfirmation as the event when perceived performance is lower than expectations. Confirmation, in turn, is when the perceived performance is greater than expectations. It is more likely that the customer will be satisfied when there is confirmation (Rust, Zahorik, & Keiningham, 1995) , and a satisfied customer with multiple service encounters will in the long term develop a positive perception of the overall quality of the company (Parasuraman et al., 1988) . Researchers suggest that service quality drives satisfaction, which in turn drives behavior (Shankar, Smith, & Rangaswamy, 2003) . As indicators of the quality of the service experience, servicescapes may have a strong influence on customers' loyalty intentions (e.g., repatronage) in a range of contexts (Cronin, 2003; Foxall & Yani-de-Soriano, 2005) , namely experiential services.
Research framework and methodology
Our purpose is to focus on service experience and servicescape, by analyzing its impact on customer value creation. We have chosen an experience-centric service organization, a football (soccer) club, to perform our analysis. Football clubs provide a good opportunity to study customers' interaction with servicescape in an experiential context. Consumption of sporting events is mainly driven by emotional reasons and spectators are likely to be highly involved with the service encounter and atmosphere of the place, including the layout, aesthetic, and functional aspects of the servicescape. Since there are uncontrollable factors associated with the football match (e.g., team performance) that influence the customer experience, football clubs must actively manage the physical environment (the 'sportscape') in order to excel. Also, few or no employees are present and spectators interact with facilities for an extended period of time.
Based on the work of , our research focuses on the servicescape as a driver of service experience and measures outcomes through quality, satisfaction, and repurchase intention. According to literature review, we propose the following research framework and hypothesis (Figure 1) .
Layout accessibility refers to the way in which furnishings and equipment, service areas, and hallways are organized (Bitner, 1992 ). An effective layout will provide an easy entry and exit, and will make ancillary service areas such as concessions, restrooms, and souvenir stands easier to get into .
Facility aesthetics refers to interior design and decoration, which contribute to the attractiveness of the servicescape. Customers tend to evaluate the attractiveness of the place when they approach it, even outside of it. Once inside, customers of leisure services spend hours examining (consciously and unconsciously) the venue (Wakefield & Blodgett, 1994) .
The third factor, seating comfort, is associated with the degree of physical comfort. This factor, as a servicescape dimension, represents a nonverbal communication between the customer and the servicescape (Lam, Chan, Fong, & Lo, 2011) and is particularly relevant to those customers who remain seated for a long number of hours .
On the other hand, electronic equipment can be used to improve the customer experience. High-quality scoreboards projecting instant replays scores or information about players are able to make the waiting times more pleasant and add emotion for the spectator. Finally, the cleaning factor is also of particular importance, mostly in situations
T. Fernandes and S. Neves 4
where the customers remain in the facility for several hours, as they tend to implicitly associate cleanliness with the quality of the service . Barber and Scarcelli (2010) conclude that customers tend to select, stay, and return to a service depending on the perceived degree of cleanliness.
Perceived quality was measured with three items that portray the perceptions of the customers (terrible -great), the expectations (much worse than I expected -much better than I expected), and the standards (not at all what it should be -just what it should be) as suggested by Fornell (1992) , and as did. We thus propose that:
The servicescape dimensions (layout accessibility, facility aesthetics, seating comfort, electronic equipment, and facility cleanliness] will have a positive effect on the perceived quality of the servicescape.
Several studies demonstrate the influence of the physical environment on the perception of service quality and on customer satisfaction (Bitner, 1990; Hightower et al., 2002; Le Bel, 2005; Le Blanc, 1992; Park, Robertson, & Wu, 2005; Swan, Richardson, & Hutton, 2003; Van Pham & Simpson, 2006; Young, Cunningham, & Lee, 1994) . It is therefore important to know how the sequence servicescape -quality -satisfaction works. Thus, we propose that:
Perceived quality of the servicescape will have a positive effect on satisfaction.
Finally, one can say that all customers visit a service company with a purpose or a goal, which can be strengthened or harmed by the servicescape (Bitner, 1992) . As a result, perceptions of physical environments can affect and constrain satisfaction and, in a roundabout way, the intention or not to return (Berry et al., 2006; Le Bel, 2005) , and so we expect that:
Hypothesis 3:
Satisfaction will have a positive effect on repatronage intention. 
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Each question was created on the existing literature in the field of sports management and marketing services. With the exception of the initial questions regarding the characteristics of the spectators and the frequency of their visits, all the other variables were applied based on the research of and Wakefield, Blodgett, and Sloan (1996) . The focus of the investigation covers only the environment that can be controlled. Thus, all physical evidence that is outside, including the parking lot and access to the stadium, were not included. The spectator's satisfaction was also measured in accordance with , with one item from Cronin and Taylor (1994) and another from Bitner (1992) . Finally, to assess the repatronage intention to the stadium, individuals were asked about their willingness to attend matches in the future, the same way it was done in Cronin and Taylor (1994) , Wakefield and Sloan (1995) , , , and Hill and Green (2000) studies.
A regression analysis was performed to determine the main drivers of customer value among 'sportscape' components (namely layout accessibility, aesthetics, comfort, cleanliness, and electronic equipment) and how it influenced customers' attitude (satisfaction) and behavior (repurchase). A total of 368 questionnaires were collected on a random basis during a match of the Portuguese Professional Football League 2011/2012 among spectators at the Dragon Stadium. The data collection was similar to a mall-intercept method, with respondents filling out the questionnaire on site in order to better measure value-in-use or value-in-context. After validation, data collection resulted in 349 usable responses.
Data analysis and discussion of results
From the 349 validated questionnaires, 18 belonged to fans of the visiting team. So to study the relationships between the variables, it was decided to work only with the remaining 331 questionnaires. The majority of individuals (74.3%) were male, and only 25.7% are female. The proportion obtained in our study is similar to that of Dhurup and Mofoka (2011) , 73% male and 27% female. With regard to ages, we observed that the average is approximately 38 years, and that nearly 60% of the sample was aged up to 39 years old. We can observe from Table 1 that the different percentages are very close to each other, showing somehow that sport is a transversal phenomenon. The minimum age was 18 years old, a requirement for the quiz, and the highest was 84 years old.
The frequency of visits to the Dragon Stadium shows that 29.3% of those surveyed went 3 times in the last 6 months, 20.8% went 4 -6 times, 7.6% were 7 -9 times, and finally with the largest percentage those who have visited the stadium more than 10 times with 40.2%. The two groups with a higher representation are precisely the ones on both ends, either going very few times or going frequently. 
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The analysis starts with a factor analysis to servicescape, quality, and satisfaction dimensions. Multiple linear regression analysis was performed between the dimensions of servicescape and quality, and then a simple linear regression analysis between quality and satisfaction. Last, a Pearson correlation was performed between satisfaction and repatronage intention. The validity of the scales was made through analysis of Cronbach's alpha, which indicates the degree of reliability.
We have conducted an exploratory factorial analysis by the method of principal component analysis using Varimax rotation for servicescape, quality, and satisfaction variables ( Table 2 ). With a value of Kaiser -Meyer-Olkin (KMO) equal to 0.888, considered as good and Bartlett's test with a p-value , 0.001, it leads to the rejection of the null hypothesis, therefore indicating that there is a significant correlation between the variables and the data are appropriate for a factorial analysis. At the end of the analysis, for the servicescape variable we identified five components with eigenvalues above 1, suggesting five factors composed by 20 variables, with a total variance explained of 72.43%; one factor for the three quality items with an explained variance of 66.21%; and one factor for satisfaction with 83.01% variance explained.
Hypothesis 1 aims to determine to what extent the quality perceived by the spectators (dependent variable) is explained by the variables that belong to the servicescape, in particular layout accessibility, facility aesthetics, seating comfort, electronic equipment, and facility cleanliness (independent variables). Thereby we proceed to multiple linear regression analysis, a statistical technique used to analyze the relationship between a single dependent variable and several independent variables (Hair, Anderson, Tatham, & Black, 1998) . 35.5% (adjusted R 2 ) of the variability of the perceived quality of servicescape is explained by the variables of servicescape. The analysis of the simple correlation coefficient (R ¼ 0.604) suggests that there is a high positive correlation (R . 0.6) between the variables (Table 3) .
Hypothesis 2 was also supported (Table 4) . By analyzing the simple correlation coefficient (R ¼ 0.482), we verified that there is a good positive correlation (R . 0.4) between the variables. The adjusted coefficient of determination (adjusted R 2 ¼ 0.230) suggests that 23.0% of the variability of the dependent variable satisfaction is explained by the independent variable quality.
Similar to Hypotheses 1 and 2, Hypothesis 3 was also supported. Repatronage intention consists of a single variable, making therefore a principal component analysis impossible to perform as it was in the case of the other dimensions. Thus, the hypothesis that satisfaction positively influences the return of the spectator is tested by a Pearson correlation between the factor satisfaction and the variable 'In the future, their presence in the games in this stadium will be Not Frequent/Very Frequent).' The satisfaction of the spectators has an influence, although small (R ¼ 0.201) in the predisposition to return to the stadium to watch a football match, so we can say that an increase in spectator satisfaction has a positive effect on its return to the stadium.
Research and managerial contributions
Our analysis showed that servicescape influences consumer perceived value when creating service experiences, with comfort and layout accessibility as the main drivers, followed by cleanliness, electronic equipment, and finally the aesthetic dimension. However, despite being considered as the main driver, comfort received the lowest evaluation of the five factors, while the least important driver, aesthetics, was the best-rated factor by spectators. The results suggest that experience-centric services like football clubs, where the consumer
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spends extended period of times, should not only focus on appealing design, but also guarantee that seating arrangements and spatial layouts are designed in order to allow comfortable and free exploration of the service experience. We have found that servicescape also influences consumer attitudes and behavior: value-in-context generates customers' satisfaction, which in turn has a positive effect on their desire to repeat the experience. This study makes several theoretical and research contributions. The findings contribute to S-D logic through focus on customer experience and interactions with servicescape, resulting in value-in-use or value-in-context. Although intertwined, the research on these concepts is relatively new and undeveloped (Hoffman & Turley, 2002) , since the majority of service research focus more the interpersonal nature of the encounter and relational elements in the experience environment (Heide & Gronhaug, 2006; Slåtten et al., 2009) . Also, even less empirical evidence is available about the impact of 
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servicescape in customer purchase decisions (Cronin, 2003) , such as repatronage. Finally, most empirical research concerning the servicescape focuses on one environmental element only (Harris & Ezeh, 2008) and considers the provider's point of view. This study focuses the customer experience of the physical environment as a whole and analyses experience drivers from the customer's point of view, providing a better understanding of customer value creation.
On a managerial level, and given the vast array of choices available to customers, managing customer experiences has been found an increasingly importance practice to differentiate service offerings. Today's firms are competing with experiences (Berry, Carbone, & Haeckel, 2002) . Namely, sport organizations are facing intense competition, not only from other sports but also from a wide range of other leisure services (Shilbury & Westerbeek, 1996) . Thus, sports organizations should strive for customers' preference (Greenwell, 2001) . It is also true that sports organizations realized that the game can also be played outside the 'four lines,' meaning their attention is now focused on the implementation of strategies that increase the attendance of spectators in their sports venues. Servicescape plays a major part in the delivery of the experience and may provide a sustainable competitive advantage if managers develop a more systematic approach to cue placement and a better understanding of its role on customer evaluations and behavior. In the special case of experience-centric services like football clubs and other sporting events, where the core service is particularly difficult to control (e.g., the players' 
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performance, the outcome of the game, the quality of the teams, and even the quality of the game itself), organizations should manage properly controllable aspects of the servicescape. Since the place of consumption has a strong impact on customer perceptions regarding the service experience, sport managers are able to work with some environmental dimensions like comfort and layout, in order to add value to customers and influence repatronage in a more entertainment-oriented market. Consequently, we consider it critical to develop improved and increased studies, taking into account that empirical research in the area is still underdeveloped.
Limitations and future research
This study adds to the growing body of literature on servicescape by exploring the concept applied to the area of sports entertainment, where studies are still limited. Though the study is developed in a specific context, findings can be adapted to other service settings and provide a 'starting point' that future research should extend and further refine. The following gives a list of future directions:
. Within sport organizations, future studies could compare the role of the central activity of the experience (the core service, e.g., the football game) and the context in which it takes place (the servicescape) in driving customer value. Madrigal (1995) concluded that some attributes of the game have contributed to the enjoyment of the spectator. Tomlinson, Buttle, and Moores (1995) have concluded that both dimensions are important for the spectators, and that the servicescape was regarded as the most important in contrast with the core service. . Other research opportunity exists in the analysis of the fanaticism and loyalty to the soccer club. Although the servicescape dimensions influence the spectators, it is likely that some loyal supporters will return to the stadium more for its loyalty to the club than because the perceived quality of the servicescape (Lee, Ryder, & Shin, 2003) . . It is also reasonable to assume that customers' experiences of physical surroundings in sports and other experience-centric services are able to evoke customers' feelings and emotions. However, there is still a lack of empirical investigations linking the two concepts. . Also, the effect on sales profit may be further studied. Positive perceptions upon the physical environment influence customers' desire to stay, return, and spend money (Mehrabian & Russell, 1974) . Hui and Bateson (1991) showed that pleasant environments lead to longer stays and that a longer stay in the facility can mean higher sales profits beyond ticket sale. . Finally, Uhrich and Benkenstein (2011) research found that positive perceptions of other customers, the density, their appearance, and their behavior can influence the response of customers to the environment. The service offered in leisure services is usually delivered to customers who are sharing the same service setting. The effect of people, either other customers or employees, can change the perception of quality. Nevertheless, this social dimension was left out and might produce a new research in the future.
Conclusion
S-D logic conceives services, including servicescapes, as an issue for interaction and value cocreation. Our analysis showed that servicescape influences consumer perceived value
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when creating service experiences, with comfort and layout accessibility as the main drivers, followed by cleanliness, electronic equipment, and finally the aesthetic dimension. We have found that servicescape also influences consumer attitudes and behavior: valuein-context generates customers' satisfaction, which in turn has a positive effect on their desire to repeat the experience. Though research on the role of service physical environment when creating experiences is still underdeveloped, servicescape has a major influence, namely in experience-centric organizations where experiences are constructed by customers and cannot be fully controlled and atmosphere is dominant (like in sport clubs and leisure services in general). We also must point out that today's customers have at their disposal an extremely wide range of leisure services, a fact that became progressively more challenging for service providers. In this way, managers should create a value-added service in order to achieve customer preference. Our purpose is to provide guidance to sports managers to increase competitive advantage through servicescape.
